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ABSTRACT 
It is o b v i o u s t h a t t he world 's ma rke t i ng c o m m u n i t y h a s g iven e n o r m o u s 
cons ide ra t ion and pre fe rence to e - mar ke t i ng be s t p r a c t i c e s , thus 
inco rpora t ed t h e m in its daily m a r k e t i n g i s sues . Many In t e rna t i ona l firms 
such a s Dell, Nike and M e r c e d e s . Benz to n a m e a few h a v e purely 
e x p e r i e n c e d th is E-market ing exce l l ence and proved the i r s u c c e s s s tor ies 
t h r o u g h e v i d e n c e s . Where a s , in Sri Lanka t h e ques t ion r e m a i n s a s how far 
our firms h a v e par t ic ipated in E -marke t ing . 
This r e s e a r c h h a s revealed s o m e i mpor t an t and useful fac ts a n d figures 
concern ing e - m a r k e t i n g prac t ices in Sri Lanka. In t h a t s e n s e it is 
in te res t ing to not ice tha t , 4 8 % of t h e se lec ted s a m p l e (Firms in Sri Lanka) 
has c o n s i d e r e d e -marke t ing p rac t i ces in the i r marke t ing ac t iv i t ies . Though 
Sri Lanka is no t fully fledged in e - m a r k e t i n g like o t h e r d e v e l o p e d coun t r i e s , 
Firms h a v e tr ied s o m e e - m a r k e t i n g m e t h o d o l o g i e s which h a v e been 
cons ide red in th is r e sea rch . 
According to t h e marke t ing profess ionals consu l ted in this r e s e a r c h , 5 5 % of 
t h e m h a v e c la imed tha t t h e r e is only t radi t ional ma rke t i ng in pract ice 
a m o n g Firms a n d 8 9 % has told Sri Lanka h a s not ye t c o m e to its level to 
pract ice e - m a r k e t i n g in an efficient and effective way. 
The bas ic a im of t h e Firms in practicing such e - m a r k e t i n g m e t h o d o l o g i e s 
has b e e n identified as j u s t c rea t ing a w a r e n e s s of thei r b u s i n e s s e s and the 
level of t h e in tegra t ion of such m e t h o d o l o g i e s found poor . In t h a t basis 
thei r e - m a r k e t i n g a p p r o a c h e s w e r e found incomple te . As o n e of t h e major 
r e a s o n s identified in this r e sea r ch it has been found t h e knowledge of 
Merchan t s on e -marke t ing w a s poor . They h a v e incorpora ted e - m a r k e t i n g 
i s sues j u s t a s a tactical plan only and not a s a driving force tha t 
r e s t r u c t u r e s t h e way they think of t h e bus ine s s and t h e marke t ing 
e n v i r o n m e n t . 
It h a s b e e n l ea rn t from t h e public point of view t h a t m a n y Sri Lankan Firms 
h a v e the i r own webs i te p r e s e n c e and they h a v e tried o t h e r e - m a r k e t i n g 
m e t h o d o l o g i e s in o rder to fur ther m a r k e t the i r w e b s i t e s . 6 5 % of t he 
se lec ted s a m p l e has claimed t h a t t hey have found m a r k e t i n g information 
conce rn ing Sri Lankan Firms. 3 6 % h a v e told t hey have visi ted m o r e than 
30 Sri Lankan w e b s i t e s and t hey u s e to revisit s o m e of t h e m for var ious 
r e a s o n s a s identified in this r e s e a r c h . They also h a v e rece ived such 
m a r k e t i n g information a s new s l e t t e r s from known Firms a n d r eac t ed to 
t h e m in v a r i o u s ways a s expla ined in th is t h e s i s . 
As an i s sue of ethicality it h a s been learn t t h r o u g h this r e s e a r c h t h a t Firms 
had uneth ica l ly b e h a v e d w h e n t a rge t ing c u s t o m e r s t h r o u g h e -ma i l s a s well 
a s w h e n collect ing information a b o u t on-l ine c u s t o m e r s . In t h a t s e n s e 2 2 % 
of t h e individuals se lec ted in th is r e sea r ch h a v e not iced s p a m m i n g 
prac t ices a s far a s e-mail m a r k e t i n g is c o n c e r n e d . 
So , t h e f indings of this r e s e a r c h could e d u c a t e any Firm or individual 
i n t e r e s t ed on e -marke t i ng in Sri Lanka to know t h e cu r r en t s t a n c e of it. 
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